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The purpose of the research is to explore applicable opportunities of green marketing in the 
service environment of retail facilities. The study examines elements forming service envi-
ronment in retail facilities, investigates the management and marketing practices and finally 
offers development proposals based on customers’ suggestive solutions. 
 
The thesis has four separate sections. The first part presents past discussions on marketing of 
green building market in order to reveal research motivations and introduce the research top-
ic. Next, the literature review summarizes theoretical backgrounds relating to retail service 
environment’s dimensions and explains the importance of marketing green facility services, 
along with some technical concepts to be used in later analysis. The following section de-
scribes in details the research approach and design. Finally, interpretations of collected data 
are shown as empirical findings with a number of recommendations to improve green market-
ing practices for retail facilities. The development goal is to provide foundational understand-
ing for the improvement of green marketing in sustainable facilities.  
 
With qualitative methodology and analytic induction approach, the exploratory research is 
designed as a single, intensive case study of Sello shopping mall. The author used inductive 
reasoning to derive proposition from interviews with the experts and target customers. The 
research then focused on the findings and developed conclusions about the selected group’s 
knowledge, interests and opinions regarding the green marketing program by the case mall. 
 
The findings identify facility management’s considerations in implementing green marketing 
into the existing service environment of the case mall. According to the study, identifications 
of service touchpoints are essential in managing visitors’ knowledge. The introduction of in-
novative services would not only help customers to magnify their experiences but also en-
hance perceived service quality and have a positive impact on customer loyalty. In addition, 
two-way communication between customers and the mall operators should be implemented 
to proactively involve customers in the maintenance of the facility. Recommendations are 
presented based on these considerations, with application of service design approach to de-
velop new service offers with active participation of customers. 
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 1 INTRODUCTION
 
The study is constructed to explore developmental opportunities for communication of mar-
keting green building services in a certified facility. The introduction section reveals motiva-
tions to conduct this study. It also consists of an overview about the business situation of 
green retail facility industry in Finland. Following the background of the sustainable building 
industry is explanation of the research purpose and objectives. Last but not least, limitations 
and credibility of the study are discussed to identify the study’s potential impacts and discuss 
how these can be overcome in future researches. 
1.1 Discussion on marketing of green building market 
Green building is a concept that involves the planning, design, construction, and operations of 
buildings that considers and reduces its impact on the environment and human health 
(Yudelson 2013). The sustainable building industry is anticipated to grow at an annual rate of 
22,8% from 2015 to 2017 (Dain 2015). According to a recent survey by World Green Building 
Council, the strong growth of green buildings is seen throughout the world: more firms (51%) 
expected their work to be green by 2015 compared with only 13% engagement in green 
reported in 2009. New constructions of sustainable buildings and green retrofit projects of 
existing building are identified as sectors with the largest opportunities within the industry 
(World Green Building Trend 2013). 
 
Finland has existing know how and a world-class science and research base supporting the 
development of innovative solutions for the green construction sector (Dain 2015). The energy 
efficiency regulation roadmap aims to have nearly zero energy construction with new public 
buildings by 2019 and with all new buildings in the subsequent two years nation-wide. Tekes, 
the Finnish Funding Agency for Innovation, has a program for solutions that highlight the 
sustainable living, energy and mobility services integrated to modern ICT technologies. The 
innovations form a strong foundation for the sustainable building industry and make Finland a 
potential market for green buildings.  
 
The author’s own experiences of facilities management and sustainability topic are the main 
reasons to search for developmental possibilities of marketing strategy by facilities managers. 
Having had the opportunities to study different green developments in Europe, the author has 
developed the enthusiasm to conduct further research about public interest of green 
marketing programs in modern facilities. This essential motive has encouraged the author to 
gain insights into the challenges that green buildings in Finland have to deal with. A challenge 
to this chosen research topic comes from fragmented markets and a lack of studies in the 
application of green marketing in facilities management. 
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Sello shopping mall is chosen as the case mall. Situated in the Leppävaara area of Espoo, Sello 
was recognized in spring 2010 as the first European shopping center to achieve the LEED Gold-
level certification for existing building. Points were awarded for well-planned public 
transportation access: the shopping center is situated next to a train station and bus 
terminals that handle more than 30,000 passengers a day. Points were also awarded for green 
electricity, energy management, efficient water usage, recycling centers for tenants and 
customers, and efficient land usage (Sello Customer Survey 2012). Excellent as it is, the mall 
receives little attention for its sustainable achievements such as the European Energy Service 
Project 2010. Sello’s Wikipedia entry provides information about the mall’s directory, its 
support services and a shooting spree happened in 2009. Yudelson (2007) argues that 
engineers often tend to assume that good results market themselves and do not realize that if 
achievements are not efficiently brought into the public knowledge, they may be forgotten 
and become insignificant. This claim relates to the management of sustainable facilities. 
Sustainable buildings are built and developed continuously, but especially in Finland 
marketing sustainable buildings is still a matter of secondary importance. Communicating 
green attributes of the development lacks green ambition and not everyone is convinced of 
their differentiation potentials (Eerikainen & Sarasoja 2013). The inadequacy in marketing 
practices for sustainable development leads to a need to conduct a study to fill in the gap.   
 
With findings from a reliable case, this research investigates the marketing practices in an 
ecofriendly building with influences from its customers. The intention is to analyze factors 
constituting the service environment within a shopping mall that may affect the 
implementations of green marketing practices. The thorough examination from the 
qualitative research method results in a number of recommendations that other 
developments in the industry could consider to identify weakness in the marketing plan and 
manage the communication process with customers. 
 
1.2 Research purpose and objectives 
 
The purpose of the research is to study applicable opportunities of green marketing in the 
service environment of retail facilities. This thesis aimed to find out the key points to im-
prove service quality, which can be further developed to provide new service models for sus-
tainable developments. The main research aim was to help green retail facilities to better 
make use of its sustainable features to improve customer experience. It was divided in five 
main parts: 
• Assessing current management marketing practices and service environment 
• Assessing knowledge level about the promotions of sustainability at Sello mall 
• Evaluating the current service level in Sello mall through customers’ perceptions 
about service convenience and service-scape dimensions. 
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• Elaborating the relations between green marketing and customers’ behavioral inten-
tions 
• Developing proposals to improve communications about sustainability in retail facility 
with intakes from customers’ suggestions 
 
By analyzing target customers’ interests towards communication efforts about sustainability 
by Sello facility managers and offer suggestions to improve the effectiveness of green market-
ing at the mall, the thesis will provide knowledge of the stakeholder’ opinions and needs, as 
well as concrete ideas how communication and marketing could be developed to answer the 
main objective.  
 
In this research, there is one case of Sello shopping mall that the author aims to work with. 
With this single-case study, the author aims to produce holistic knowledge based on the em-
pirical materials gathered from a qualitative research method. In defining research problem, 
the author tries to obtain findings to serve the research objectives. Dependent on the de-
scribed problem, the research will be designed accordingly and introduced in the following 
section. 
 
1.3 Research limitations 
 
The research focus mainly on the green building market in Finland, as the case mall and its 
target customers are based in Finland. Therefore, only the grounds related to the target cus-
tomers and the mall in defined terms are examined. Certain examples, customer-based expe-
riences and opinions are also taken into account, due to its applicability to the case mall and 
research’s objectives. The analysis about service environment are only carried out on select-
ed interviewees, their preferences and factual experiences. For that reason, the first limita-
tion of this thesis research is the confined selection of samples, research participants and 
case mall. 
 
As the main purpose of this research is to study applicable opportunities of green marketing 
in the service environment of retail facilities, only essential topics relating to the chosen 
theme are analyzed: elements comprising the service environment in retail facilities, the 
management of those elements and customer interview analyses. The recommendations es-
pecially focus on developing enable a better understanding of how the situation truly is and 
how it could be improved. A more detailed development strategy should include a market 
research of all customer groups, detailed implementation plan with full-scale evaluations of 
existing practices and proposed applications in retail facilities. However, the scale of this 
study does not allow to cover the mentioned scopes. 
The third limitation refers to the inductive approach used for this study. The author designs 
the research methods and analysis process based on theoretical backgrounds, therefore there 
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is no hypothesis to be tested. As the interview questionnaire are flexible due to the chosen 
interview type, the questions are process-oriented to provide answers for the exploratory 
topic. The nature of this research type enables the researcher to establish hypotheses based 
on the conclusions, but does not provide quantitative data to test or measure the proposi-
tions.  
 
The proposal to include theoretical knowledge into recommendations is not to completely 
resolve the current situation at the case mall, but to offer suggestions to develop general 
guidelines to improve the green marketing of sustainable buildings. Therefore, the study can 
give insights about the difficulties most green retail facilities in Finland are currently facing, 
but cannot provide a complete solution to the deficiency of marketing green facility services. 
 
1.4 Research credibility 
 
As mentioned above, the study topic encourages the author to come up with hypotheses 
based on the in-depth analysis of selected interviewees, therefore it is important to establish 
the credibility of the research throughout the process. Unless the methodology used is relia-
ble and the conclusion is established with validity, interpretations from qualitative research 
are susceptible to doubts. It is important for the author to persuade the audience about the 
trustworthiness of conclusions (Silverman 2011, 353).  
 
Reliability of the research process is established through transparent practices during the 
planning phase and obtaining data for analysis (Silverman 2011, 361). The research plan was 
prepared one month prior to commencement of the interviews and the questionnaire was 
tested twice and sent for review by Sello’ director before finalizing. Similarly, the guideline 
for customer interviews was also tested by author and colleagues before the actual interviews 
so as to ensure that all interviewees understand the topic and its related matter. The re-
search plan also included detailed research approach, strategy and analysis procedures so 
that all person involved were informed timely about the research progress. The author was 
the only interviewer throughout the whole study therefore integrity of the interview process 
was better maintained. During data collection phase, the author followed a strict set of crite-
ria to recruit interviewees. During the process, there were 63 women approached but only 20 
people were selected for interview due to the specific age frame, living location and shopping 
frequency at the case mall. The study satisfied the need for low-inference descriptors by rec-
orded sessions with the use of author’s smart phone. All interview sessions were then tran-
scribed immediately at the end of each day, in order to preserve the originality and accuracy 
of information. The transcriptions were not in computerized format, however, a copy can be 
presented in request for establishment of reliability. The extracts of data and interpretations 
were summarized and presented in section IV, corresponding to individual objectives set at 
section 1.2.  
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Validity of the research refers to the extent of which the end conclusions accurately corre-
spond to the chosen topic. Research validity for this topic is more difficult to establish due to 
limited impacts of the author on the selected setting and methodology. It is argued that gen-
eralizations from interview analysis may pose instabilities because sometimes, interviewees’ 
answers did not represent their behavior in actual settings (Silverman 2011, 368). For that 
reason, the author expanded the literature review process to include recent studies about the 
field of sustainable facility management, green marketing and service environment in retail 
developments in order to establish the similarities in interpretations. This form of comparison 
authenticates findings of different qualitative researches through the combination of multiple 
empirical data to generate a comprehensive result (Silverman 2011, 369). 
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2 LITERATURE REVIEW 
 
The accuracy of knowledge in the research bases on using both theoretical and empirical find-
ings. The theoretical framework taken from credible literature sources regarding Facility 
Management, Marketing Strategy, Green Marketing, etc. The literature review is developed 
based on the research objectives. 
 
2.1 Service environment in retail facilities 
 
Shopping malls are struggling to face the challenges of digitalization as it breeds new business 
models and new customer behaviors. Online sales in fashion retails increased more than 10% 
within the span of recent five years with the support of a number of new technologies that 
drives the mobile commerce such as: social media, mobile payment and so on (Wrubel 2014). 
Sensitive customers, based on available of technologies, adopt new sets of behavior too. The 
Internet allows shopaholics to choose their favorite items 24/7, seamless connection with the 
outside world with reviews and feedback functions. Shoppers enjoy the flexibility to view the 
item at a physical store and make the payment online. Changes in consumer behavior yields 
both opportunities and threats to the shopping mall business (Hietala & Heinonen 2014). 
 
2.1.1 Customer experience dimensions  
 
Customer experience is unique, resulting from personal assessment by a customer about their 
contact with a fact or an event. Shopping experience is a combination of cognitive, emotion-
al, behavioral and sensorial responses by customers at the mall. Shilpa. B and Rajnish (2013) 
has characterized retail customer experience into four dimensions: Joy, Mood, Leisure and 
Distinctive. 
 
The pleasurable state that customers experience while shopping represents Joy dimension. 
Being joyful is an expected feeling from a shopping trip. Past studies supports that joy is an 
important integral element to a customer journey. The second dimension is Mood, which is 
constituted by three levels: good, happy and excited. Positive mood is the result of a pleasant 
shopping trip, reflecting a good service environment and directly benefiting retail perfor-
mance. This dimension is difficult to influence, since its determinant is human emotions. 
Thirdly, Leisure dimension refers to multiple sensory elements that contribute to the overall 
enjoyable, positive service environment. An engaging retail experience demands the subtle 
arrangement of all five sensory stimuli to signal relaxation and delight by customers. It is 
well-known that with the appropriate stimuli, people are more inclined to spend. Last but not 
least, the Distinctive dimension measures the retail atmospherics through its uniqueness. It 
claims that stores must differentiate themselves through memorable offers, technology, pro-
cess to attract and retain customers’ imagination and experience. Understanding the multiple 
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dimensions of customer experience helps in the construction of shopping environment and 
validating factors created to achieve customer satisfaction and deliver experiential benefits 
in retail settings (Shilpa. B and Rajnish, 2013). 
 
2.1.2 Customer satisfaction  
 
The added services integrated within the malls nowadays has significantly diversified malls’ 
customers. Besides the main activity is shopping, people can go to mall for other services 
such as post office, cinema and so on. The differences are apparent when consumers’ inten-
tions at the mall are divided into two main categories: shopping and non-shopping purposes. 
For the ease of this research, types of customers in shopping malls are named as shoppers and 
non-shoppers respectively. Achieving customer satisfaction in the mall business therefore 
needs to address the values and characteristics of each customer groups. 
 
  
Figure 1 Shopping mall with integrated services creating an urban city center (Sello presenta-
tion 2015) 
 
Shoppers are people who go to the mall with the main intention is to procure a product or 
service. These people have a utilitarian reason and a clear shopping driver before making a 
trip to the mall. Shopping mall is considered as a one-stop destination, allowing shoppers to 
achieve multiple goals being in the same place. Shoppers are goal-oriented, polychromic con-
sumers who are more inclined in monochromic use of time, satisfaction to them is task com-
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pletion in the least amount of time. Non-shoppers, on the other hand, seek a distinctive ex-
perience when visiting the mall. Past studies found that these people shop for intrinsic rea-
sons and find it fun while doing the task rather from actually completing it (Hirschman & 
Holbrook 1982). Non-shoppers look for hedonic values from their encounters in the shopping 
mall and generally assign more economic value to their time (Lloyd et al 2014). Satisfaction 
means more time to enjoy the playful environment at the mall therefore mall managers 
should put in elements that focus on delivering a leisure, joyful experience for non-shoppers 
(Shilpa & Rajnish 2013). 
 
2.1.3 Service convenience and service-scape  
 
Service convenience refers to the customer’s impression about time and effort spent to ac-
quire a product or service. In retail, service convenience has a direct relationship with service 
quality and customer satisfaction. It is there known to carry utilitarian value in facilitating 
customer flow within mall setting. Along with this value, service marketing literature attrib-
utes customer satisfaction of shopping mall to another important element: social service-
scape, which comprises of both physical and social service environment. The social factor 
plays a crucial role in shaping customer’s perception about service level at the mall, high-
lighting the interaction quality in creating a desirable service environment (Ng et al. 2012, 
266). 
 
The ambience at shopping mall is contributed largely by service convenience and social ser-
vice-scape created with available facility services. Shoppers appreciate the efficiency of a 
mall that is connected to train services and quick check-out when they make a payment. On 
the other hand, for non-shoppers who come to shopping mall with a different purpose, such 
as watching a movie with their friends, the presence of other customers or the queue at toilet 
matters more to them compared with the earlier group. Non-shoppers takes the whole pro-
cess of service consumption into consideration, in contrast with shoppers who focus more on 
the actual service process (Ng et al. 2012, 266). The figure below shows the influences of two 
dimensions of service environment have on the level of service quality in various consumption 
situations: 
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Figure 2 An influence framework of service environment on service quality (Ng et al. 2012, 
266) 
 
Ng et al. (2012) found that service convenience and service-scape, depending on service con-
text, have moderating effects on service quality perceived by mall customers. The most in-
fluential effect is found between service convenience and the outcome dimension. For shop-
pers, the easy access, transparent information provided at the mall have a positive influence 
on their perceptions of service environment as they save time by quicker service process. Ser-
vice-scape, similarly, play a key role in creating an enjoyable shopping environment by man-
aging an adequate crowd. For non-shoppers, service convenience enhances the overall expe-
rience by constructing synergy during service consumption. Non-shoppers gained more satis-
faction as they spent minimal efforts while enjoying the experience. A cheerful physical envi-
ronment with a friendly, well-dressed crowd has a significant effect on customer behavioral 
intentions in hedonic service consumption (Ng et al. 2012, 266).  
 
2.1.4 Significance of technology  
 
During a period of seven years from 2006 to 2013, the amount of Finnish people who have 
learned to do shopping online had a sharp increase of 30%. The online shopping statistics 
shows that, in Finland, sales growth of e-commerce is faster than in the whole retail trade 
(TNS Gallup Digital 2012). From the traditional retail setting as having one shop as a single 
channel, people nowadays can buy their goods from homogenous channels with delivery op-
tions. Physical shops has now become an integral part of multi-channel chain (Hietala & Hei-
nonen 2014). 
 
Studying the development of e-commerce proves that modern technology is not the only fac-
tor contributing to the rapid growth of online shopping and declination in retail facilities. Lee 
& Lin. H (2005) found that the satisfaction perceived by customers in online shopping is least 
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affected by dimensions of website design, but instead by responsiveness, reliability and 
trustworthiness of the web-based services. This finding can be understood as regardless of 
shopping mode, customers pay more attention to service values rather than the technical ad-
vances. Marketing strategies, therefore, need to allocate the resources to the important at-
tributes identified in order to improve the overall service quality (Lee et al. 2005). 
 
2.1.5 Service quality  
 
Service quality serves to be the key activator in forming loyalty to the store and time-saving 
is the keyword to increase the business store (Martinelli. E and Balboni. B, 2010). For non-
shoppers, it is important to enhance the experiential aspects of the mall. Conversely, boost-
ing the visual display and easy navigation around the mall are preferred by shoppers (Lloyd et 
al. 2014). The traditional setting has been bolstered with sensory services, emphasizing on 
customer experience and multi-channel shopping. By understanding the demands and daily 
routine of different customers, shopping malls can offer commercial and non-commercial ac-
tivities to compete on the time and money of target groups based on their preferences. The 
five-E factors: efficiency, inexpensiveness through everyday savings; experiences, entertain-
ment and encounters through pleasant ambience, are critical in considering any new services 
in shopping mall business (Hietala et al. 2014). 
 
  
Figure 3 The five-E factors (Hietala et al. 2014) 
 
Achieving customer satisfaction and loyalty to create competitive advantages through raising 
service quality is a mission of mall operators. In his five-year longitudinal survey, Eddie. Hui 
et al (2013) discusses critical factors in building customer satisfaction in the shopping mall 
sector and concludes that management and maintenance of communal facilities has the high-
est influence concerning facility service dimensions. Interestingly, the result also shows that 
efficacious promotion of events within the mall is important in maintaining good relationship 
with customers. It is then discovered that innovation even motivate people who rarely go 
shopping to visit the mall more often (Pantano. E and Laria. G, 2012). By creating an exciting, 
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joyful environment, innovative services enhance retailers’ trustability, which is useful in cus-
tomer rapport building process and induces higher purchase intentions (Schlosser & Shavitt 
2009). The findings yield insights for a customer-focused strategy of facility services delivery 
process in retail settings. On the other hand, Ng. et al (2012) argues that customer’s per-
ceived service quality is largely affected by both service convenience and social service-scape 
in retail settings. Mall operators therefore should not only concentrate their resources on 
keeping the facility clean, but also find ways to enhance service environment through promo-
tions, activities to improve service quality in different consumption settings.  
 
2.1.6 Service innovation  
 
Service has escalated notably in variety and demands worldwide. Together with the growing 
innovation speed and competition, it evolves into a need to acquire global knowledge through 
innovative services (Helppolainen 2013, 17). Nowadays, service innovation shifts focus away 
from the solution back to customer. Being customer-oriented makes substantial improvements 
to existing organizations by developing service offerings with shared solution with their cus-
tomers. This results in value co-creation processes that not only bring competitive advantages 
for the organization, but also strengthen customer relationship by helping them with relevant 
solutions. Service innovation is therefore considered as elevated service offerings, which 
search for an outcome that exceeds customers’ present expectations (Argawal. R and Selen. 
W, 2011). 
 
Den Hertog (2000) explains service innovation concept based on four dimensions: service de-
livery system, client interface, service concept and technical options. Relationship between 
dimensions are shown in figure 2-4 below. 
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Figure 4 Service innovation concept (Den Hertog 2000) 
 
Client interface is a valuable resource for innovation as the moment when service consump-
tion takes place yields important information about characteristics of existing and potential 
clients. Companies should manage interface moments systematically and create different cus-
tomer service models for consumer groups. 
 
The service delivery system associates itself with service employees. The employees are rep-
resentative of the business with its clients during service process and therefore they play a 
key role in developing business innovation as well. In the Internet era, open innovation model 
allows collaboration between different stakeholders of the companies and help bringing in-
house activities to the market within a short amount of time. Therefore, frontline employees 
are the linkage to implement innovation between service provider and customers (Argawal et 
al. 2011, 1167). 
 
Characterized by existing and competing services, new service concept is the core idea of 
service innovation. It conceptualizes business’ operations, service offer and processes. New 
technology is essentially important to service concept due to the efficiency it provides. For 
that reason, technological options is an integral element in service innovation process. 
Researchers have found proof for the steady consumer interest in innovation for retailing. In a 
research of implementing an innovative service environment as an immersive store, research-
ers found that both shoppers and non-shoppers appreciate to have advanced technologies in 
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the service area. The experiment results suggest that innovative services are a motivating 
factor for the choice of store and have a positive impact on how consumers assess the overall 
service. During the experiment, the lounge area received the highest attention from consum-
ers, which implied the tendency to look for “a good place for both purchasing and having fun” 
(Pantano. E and Laria. G, 2012).  
 
2.1.7 Service design and process  
 
Service Design (SD) is an emerging field, existing as a result of a booming service economy 
with their share equivalent to two-thirds of the global GDP, and a saturated market of tech-
nology disruptions. As true to its name, SD use can be extended in any areas where creating a 
pleasant, memorable human experience is the main goal. Services, just like experiences, are 
intangible, not separable from consumption, cannot be stored and owned. In many compa-
nies, design is a traditional function in product development department and the structured 
development of services has only received minor status. SD changed the focus of major busi-
ness by implementing user-centered design ideas and take customer knowledge to create 
business competitive advantages. Design has therefore become essential to other business 
areas and key factor in business development mainstream. Encompassing spaces, products 
and experience components, SD helps companies to fulfill demands of today’s business re-
quirements (Moritz.S, 2005). 
 
One important component of SD process is the service touchpoints. Touchpoints are basically 
the contact points of customer on a momentary service route. At touchpoints, customers ex-
perience service moments while they are in contact with the offering, which can be in differ-
ent forms. There are four categories of service touchpoints: facilities, objects, processes and 
people. Users often have to go through numerous touchpoints to get an experience (Helppo-
lainen 2013, 21). 
 
In retail setting such as a shopping mall, SD process forms a customer journey, which includes 
the most popular service touchpoints. Customer journey is built from extensive researches 
and a series of partial observations, helping mall managers to understand customers’ value 
and wants from their trip to shopping mall. Vice versa, a customer’ service path does not only 
provide precious information for SD process, but it also can be manipulated by designed ser-
vice route. When customers follow the shopping route as planned by designers, it is a proof of 
success for the SD process (Helppolainen 2013, 20). 
 
Naturally, SD has a strong relationship with service innovations. The implementation of inno-
vations in development, planning and service offers via design methods enables service pro-
viders to meet the users’ needs and their business objectives at the same time. Helppolainen 
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(2013) points out that innovations in SD process induce the findings of customers’ hidden 
needs and desires.  
 
SD promotes creativity in problem-solving process but it requires prescribed principals to 
reach a result. In his book, Moritz (2005) discusses various SD models and eventually groups SD 
tasks into six categories, which are: Understanding, Thinking, Generating, Filtering, Explain-
ing and Realizing. Within each category is a clear set of task and tools for SD process and each 
task is specifically designed to reach a goal. Each goal (e.g. creating solutions) represents a 
different way of thinking so as to apply in different categories. The SD categories serves as a 
foundation for SD process and with it, it is easier to establish the types of thinking needed for 
successful application of SD (Moritz 2005, 123). 
 
Being service-oriented, therefore, is a strategic decision for any organization as it requires 
changes in multi-level of the corporate culture, which generally take a long time to accom-
plish. The bigger the organization, the more work needed to be done. Nevertheless, the 
changes are worthwhile because they facilitate exclusive competitive advantages and help 
the organization to build loyalty by emphasizing on customers’ demands and values. The most 
difficult task of the development process is to systematically document for assessment after-
wards. This is a challenging task due to the fast pace and radical changes in market or cus-
tomer behaviour. In summary, SD process can dramatically improve the service quality and 
productivity of retail facilities. By placing customers in the center of service delivery pro-
cesses, the SD formation is a potent beginning point for development of new services.  
 
2.2 Sustainable facility management in retail facilities 
 
International Facility Management Association (IFMA) defined Facility Management as a “pro-
fession that encompasses multiple disciplines to ensure functionality of the built environ-
ment” (IFMA n.d). The traditional method measures service performance of facility services 
with cost as the only indicator, making facility management a low-priced commodity service 
but ignoring the unique needs of customers. However, facility management in retail settings 
has developed rapidly along with the number of services offered in shopping malls. This de-
velopment of shopping mall sector requires high levels of service quality in both direct service 
provided in each individual shop and indirect service delivered through facility services. The 
success of shopping malls therefore depends on the quality of facility management practices 
to achieve customer satisfaction (Eddie et al. 2013, 195).  
 
The growth of green infrastructure developments has extended the scope of facility managers 
as “caretakers of the sustainable performance of a building” (Collins & Junghans 2015) and 
“proponent of sustainable and green practices” (Hodges 2005). The term Sustainable Facility 
Management (SFM) was therefore created to describe the evolvement of the integrated man-
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agement of a sustainable development, taking into account of impacts by climate changes 
(Elmualim, Czwakiel, Valle, Ludlow, & Shah 2009). The SFM model was developed by Dr. 
Junghans (2011) to explain facility management’s role in sustainable development of the built 
ecological environment. The visual representation presents the preliminary structure and 
method of facility management. In his research, Junghans (2011) asserts that management of 
sustainable facilities must be established with two core elements: awareness of sustainability 
and integration of relative targets. The first one, awareness of sustainability refers to the 
impacts created by facility managers on organization’s surroundings. The second key element 
focuses on “the integration of social, environmental and economic targets within the business 
strategy in facility management” (Junghans 2011).  
 
Figure 5 The SFM model (Junghans 2011) 
 
Examples of green practices and motives in retail facilities have been widely discussed (Piell 
2009, 88). Retail Industry Leaders Association’s survey in 2013, which includes over 100,000 
stores worldwide, shows that almost 75 per cent of respondents experienced brand enhance-
ment as a result of green marketing practices. Besides cost reductions, customers’ growing 
concerns for global climate change play a key role in retailers’ decisions to implement sus-
tainable practices into their business. Companies find green initiatives to be helpful in engag-
ing with their workforce through various environmental programs that improved internal 
communication processes (Piell 2009, 88-90).  
 
Kilcourse & Rowen (2013) points out that winning retailers, whose sales outperformed their 
competitors, made “green practices become a strategic advantage in all corners of the enter-
prise”. Energy-efficient technologies were applied to reduce both IT-related energy and 
store-level consumption to meet retailers’ green objectives. New technology investments can 
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create low-cost advantages, making it a valuable strategy for green building owners to com-
pete on price (Yudelson 2007, 14).  
 
2.3 Sustainable design success wheel 
 
The Sustainable design success wheel is introduced in Yudelson’s book titled ‘‘Marketing 
Green Building Services: Strategies for Success’’. According to the author, the pursuit of SFM 
requires the firm to implement essential changes in its five major business areas: leadership, 
communications, knowledge management, education training and operations (Yudelson 2008, 
214). Commitment to sustainability are evaluated in terms of individual areas to shed some 
light on how its management commit to the sustainable development of the property. 
 
Figure 6 Sustainable design success wheel (Yudelson 2008) 
 
Leadership refers to the commitment by top management of the business, known as the 
foremost important element in accomplishments of any results or changes. SFM requires the 
leaders to emphasize sustainability as a major direction for the firm and convince other 
stakeholders to do the same, in order to generate an ecosystem in which every members are 
interconnected toward a shared vision. In maintaining the quality and focus of facility man-
agement, Friday et al. (1995, 128) argues that the organization has to create a climate that 
values continuous improvement. This is particularly important as it calls for the firm’s re-
peated efforts to face with its set objectives and challenges, pushing the business forward 
through quality progression.  
Communications is the second area where firms need to pay attention to while bolstering the 
sustainability-focused process. The common issue in most business when it comes to internal 
communications is incoherent stories told by their own people. Therefore, developing a con-
sistent message about the firm’s green commitment and achievements is an essential exercise 
to communicate its efforts externally (Yudelson 2008, 216). On the other hand, improved in-
ternal communication also bring about positive impacts to the employees and their work pro-
cess continually. 
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The third element is knowledge management. Information about the firm’s green initiatives, 
results, analysis and so on, can be tremendous and therefore requires a dedicated personnel 
to handle the flow. Besides documentation, preparation tasks, this role demands the coordi-
nator to have a technical background in order to “capture the institutional learning so that 
future projects can benefit from discoveries or errors on current projects” (Yudelson 2008, 
216). In many cases, this function is assumed by facility managers as they are the central 
point to queries about infrastructure and indoor atmosphere. Therefore, facility manage-
ment’s duties are critical to sustainable design success of the organization. 
 
In order to maintain the information flow within the organization, education and training 
about sustainability are essential. Except for people with a degree in sustainable develop-
ment, nobody will have an official training about sustainability unless it is provided at the 
workplace or in their neighborhood. For that reason, every organization need to budget for 
education and training for staff to learn from mistakes and also, successful projects. Some-
times, firms send their talents overseas to internationalize the firm’s experiences. Internal 
trainings on personal development, conducted by hired professionals, can be offered to im-
prove customer services. Especially for facility service organization, these trainings are ex-
tremely valuable to empower the employees to perform their jobs and make them good cus-
tomer representatives (Friday et al 1995, 138). For a sustainable development, it means mak-
ing the staffs to attend a basic LEED workshop (Yudelson 2008, 217). 
 
Greening a firm’s operations can be both challenging and exciting. The challenges come from 
the technologies required for the processes. Often, these are new, innovative technologies in 
the market which are lack of evidence for successful implementations. Organizations are 
therefore taking a risk when enforcing new mechanics into existing procedures. However, 
when the technology has proved its values, successful firms take a chance to turn themselves 
into market leaders by contributing their new expertise to the community, or taking roles in 
the green commissions. Furthermore, experimenting sustainable operations in insignificant 
areas like recycling can bring opportunities for firms to green their own offices and improve 
employees’ well-beings. 
 
2.4 Marketing green facility services 
 
Having considered the development of sustainable infrastructure and its key elements of 
management, it is now time to discuss the integration of marketing concept to facility busi-
ness. This section discusses the concept that forms the research topic and its roles in the 
long-term development of green building industry. At the end of the section, the author gath-
ers comments from experts about developmental opportunities and challenges of such prac-
tices. The section offers the audience first-hand perspectives about the marketing practice of 
green building industry. 
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2.4.1 Green marketing in sustainable buildings 
 
Regardless of the motive for being ecofriendly, it is essential for building owners to have a 
competitive strategy to market their developments and stand out from the rest. Being re-
sponsible for the successful operation of the building, facility managers’ main task is to trans-
late tenants’ environmental motivations into a consistent set of marketing approaches 
(Yudelson 2007, 14). However, facility managers do not have “a very good track record” when 
it comes to customer engagement (Friday & Cotts 1995, 90), hence it is important to set up a 
green marketing strategy and action plan to take facility services to customers. 
 
In order to determine the most profitable segment, Yudelson (2008) laid out a number of 
characteristics possessed by ideal target customers: technology-savvy, influencers or opinion 
leaders who could can be reached at low cost. Other than choosing the right customer, geo-
graphic location is another crucial variable to decide where green facilities should be market-
ed (Yudelson, 2008, 175). The Segmentation, Targeting and Positioning formula of the modern 
marketing concepts plays an important role in shaping customers’ perspectives about the 
business. Records shows that businesses, who gained reputation as green building experts, are 
able to maintain their stand even when competitors try to imitate them. Yudelson (2008, 178) 
advised to take advantage of the sustainable features that are capable of differentiating 
business in the decision-making process of target market.  
 
In defining total quality facility management, Friday et al. (1995) explains in details critical 
considerations when setting an objective for marketing strategy in building operations: the 
most significant aspect is to focus on customers’ overall objective. Understanding customers’ 
demands determines areas on which the organization should concentrate its efforts on, there-
fore provides a framework to develop a facility marketing strategy (Friday et al. 1995, 96). 
The marketing strategy must enhance customers’ knowledge and awareness of facility ser-
vices; minimize the resistance to a service/ procedure; improve the image of the organization 
as a service provider and disclose qualifications about the available services at the facility. In 
addition to customers’ objectives, the mentioned aspects supplement overall strategy and 
provide a defined direction for the organization’s plan of action. 
 
2.4.2 Necessity of green marketing 
 
Many businesses choose to promote sustainability and have a Corporate Social Responsibility 
(CSR) program due to public pressure and critics. Cases of Nike, Shell Oil are examples of or-
ganizations whose response were “neither strategic nor operational but cosmetic” (Porter & 
Kramer 2006). As a result of the negligence, green initiatives are uncoordinated, creating an 
incoherent framework and superficial CSR reports that do not constructively influence corpo-
rate behaviors. By integrating social considerations into business strategic plan, it will create 
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opportunities for firms to not only leverage their internal resources and capabilities, but also 
benefit society (Porter el al. 2006). Strategic marketing of green practices is believed to alle-
viate green-washing effects and offer more authentic approaches businesses (Grant 2007, 02). 
 
For the same reason, promoting sustainable design is an imperative exercise for the existence 
of green building industry. Yudelson (2008, 169) demonstrates the problem through a phe-
nomenon called the acquisition gap of LEED certification: nearly 40,000 professionals have 
passed the LEED AP examinations, yet very few are actively making use of their achievements 
for any design projects. The phenomenon exists mainly due to limited knowledge and the fear 
of customers’ rejection and only ceases when the usage reaches a critical mass point at which 
the further adoption is self-sustaining (Yudelson 2008, 171). The LEED acquisition gap ex-
plained the rationale of why communicating with stakeholders about sustainable features of 
green buildings is a quality assurance for the whole industry. If ecological attributes of a 
building are not communicated well to its occupants, it will result in the failed development 
of the sustainable building market as a whole, as no developer will be motivated to be inno-
vative and more sustainable (Eerikainen et al. 2013). It also becomes a matter of public edu-
cation when end-consumers are not able to comprehend and appreciate sustainable features 
integrated in the built environment.  
 
2.4.3 Future of green building marketing 
 
The progression of sustainable development industry will have to be complimented with 
strong sales activities. Facility managers’ definition of selling is “to do a good job and hope 
someone notices” (Yudelson, 2008. 154), which represents a hindrance to aggressive adoption 
of sustainable practices. In a survey in 2006 by Building Design + Construction magazine, ma-
jority of respondents stated the most important factor to promote the green building industry 
effectively is the amount of available information, which equates the necessity to improve 
the marketing materials of the industry. Equipped with more evidence, facility managers can 
improve their salesmanship skills and push the industry forward as a consequence.  
Another suggestion is to reinforce marketing strategy as a brand identity of the firm through 
speaking, lecturing, networking events for successful projects. Organizing publicity activities 
is not the core competence of facility managers; nevertheless, the activities should be incor-
porated in the firm’s strategic plan with inputs from facility managers in order to ensure a 
smooth operation. Internally, firms can provide training, workshops for employees about 
WELL and PEER systems, for example. Implementing marketing strategy into facility services 
furnishes communication processes helps to strengthen relations with target customers 
(Yudelson 2008, 156). 
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2.4.4 Challenges  
 
The green building market is essentially different from other construction industries. Adop-
tion of environment-friendly building technologies and certifications struggles due to tech-
nical problem in the field, regulatory mandates for change, financial incentives from govern-
ment and so on. The two main factors contributing to the hampered popularity of marketing 
green facility services are different priority agenda and the services characteristics of facility 
management. For retailers or any other business, cost-reduction is the primary motivator and 
making profit is the desired return. Majority of retailers explains their disability to focus on 
environmental friendly practices due to priority or financial issues (Kilcourse et al. 2013, 10). 
However, past studies find that these reasons are largely claimed by companies whose sales 
growths are below the industry average as they associate green initiatives with operational 
objectives. Getting commitment from top management is one of the most challenging task for 
facility managers as each company and executive has their own agenda, and not all of them 
have a thorough understanding of facilities services’ effects to the organization’s bottom line 
(Friday et al. 1995, 121). As a matter of fact, retailers with winning sales integrate sustaina-
ble development into company’s strategic agenda; they consider investments in green initia-
tives as long-term, strategic venture to create market advantages (Kilcourse et al. 2013, 12). 
 
The characteristics of facility management industry also pose difficulties in marketing of the 
green services. Service firms, especially ones who are active in green building, often have a 
shortage of trained workers due to varieties of the tasks needed to be done within a limited 
budget. Firms therefore often need to balance between manpower and priorities as work 
hours are not recoverable. Facility managers are therefore assigned in specious titles as they 
have to handle many roles at the same time. On top of that, facility managers who are excel-
lent at marketing are often requested by name for services by savvy clients, pressurizing 
firms to put on extensive training to succeed. Services are intangible products so firms need 
to put in extra efforts to create tangible results for their quality and abstract product offers. 
This involves getting certifications; communication processes emphasize on the pledge for 
sustainability; and active participation in sustainable development events and activities. An-
other problem is the aging, male-dominated employee demographic of the industry. In recent 
years, facility management firms have been trying to attract young talents to keep up with 
the increasing demands both in number and scope (Yudelson. 2008. 185). Changes in industri-
al demographic and priorities are necessary to popularize green marketing in sustainable de-
velopments. 
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2.5 Green Marketing Grid 
 
In his book, Grant (2007) explained nine types of green marketing through the convention of 
Green Marketing Grid. It examines the nature of green marketing objectives: commercial, 
green or cultural outcomes and the level at which the plan operates at: personal, social or 
public. The grid is divided into three columns namely: Green Marketing, Greener Marketing 
and Greenest Marketing. The green/-er/-est distinction refers to the goals that firms wish to 
achieve with their marketing plan. The framework shows the possibilities and diversity within 
green marketing, helping firms to choose a suitable approach align with their business objec-
tives. 
  
Table 1 Green Marketing Grid (Grant 2007) 
 
The first column: Green Marketing refers to the usage of long-established marketing princi-
ples for green products, brands and companies. In this section, the brand aims for commercial 
outcomes by generating awareness and perceived advantages. This is a traditional communi-
cation process of marketing activities, by telling people about their green initiatives and ex-
pect people to support the brand by buying the products. Some companies use this type of 
push marketing because it seems to be the safest choice due to its long establishment. How-
ever, cautions need to be taken when telling the brand stories to avoid the company being 
labelled as greenwashing. 
 
In contrast to the previous column, Greener Marketing is about collaboration between the 
brand and its customers. The strategy facilitates two-way communication model through ac-
tive involvement in public scheme, community or activity. Customers are encouraged to par-
ticipate in events, workshops with educational materials about sustainability development. 
The meaningful actions create a unique brand experience, connecting brands and their cus-
tomers emotionally. This is the basis of contemporary marketing theory, where word-of-
mouth is considered an irreplaceable factor in consumers’ attitudes and purchase intention of 
eco-friendly products (Morel & Kwakye 2012). 
 
Last but not least, the Greenest Marketing encompasses the challenges of influencing not only 
the profit margin and customer relationship functions of a business, but also the habit of a 
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generation. Greenest Marketing aims at shaping a new culture of social responsibility through 
innovation, which will make significant changes to a sustainability-oriented lifestyle. For ex-
ample, the wide application of urban farming reduces the transportation of food while im-
proves the quality of meals. This strategy calls for solutions that can combine radical habits 
with existing, acceptable cultural customs. As a consequence, adopters of Greenest Marketing 
strategy gain competitive advantages and earn title as Market Leader. 
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3 METHODOLOGY 
 
3.1 Research design 
 
Dependent on the nature of the research problem, the author decides to design this study as 
an exploratory research, as the main objective was to examine the background elements and 
its application on the green marketing strategy. Exploratory research is the most suitable re-
search type to this topic due to its flexibility. With this chosen type, the author can gain a 
better understanding of research problem but due to the versatile findings, the design possess 
high level of uncertainty (Eriksson & Kovalainen 2008, 120). Limitations of the findings are 
presented in advance in section 1.3. 
 
The next step after confirmation of the research type is to consider which research approach 
to be used. In this section, qualitative and quantitative research methodology are briefly dis-
cussed to explain the chosen approach for the research. The research submission needs to 
address the main research objective and its sub-objectives. 
 
A good quantitative research can demonstrate statistical dependency for the chosen topic, 
however, it is not seen as a befitting method for this research. Due to insufficient studies in 
the application of green marketing in sustainable building market, it is impossible to generate 
detailed questions and distribute to a large number of people in a reasonable timetable. Fur-
thermore, the diversity and number of daily customers in Sello mall make it challenging to 
reach the precision as a quantitative research would require. This type of approach is more 
suitable when researcher aims to gather statistical data for collected observations. It is suita-
ble for studies with large groups of samples, which is not the case in the study. 
 
For this research, qualitative approach is chosen to establish validity from the findings of the 
field research. The study is designed to explore the green marketing practices in facility 
management through a single-case study. The empirical case is confined to one green building 
in retail setting and its marketing practices. A single-case design is used in order to retrieve 
detailed empirical data on the studied phenomenon (Yin 1994). The focus is on marketing 
practices carried out at Sello mall and how these practices affect the promotion of sustaina-
bility features at the building. This qualitative method can help to understand critical issues 
from the research area, providing new insights and perspectives for the exploratory study. 
Previous researches’ results provide directions and critical knowledge for the researcher to 
collect comprehensive information about Sello mall as an individual case. Furthermore, the 
focus on a specific customer segment and lack of studies about the group necessitate a quali-
tative approach for the study. By using the qualitative method, the result offers in-depth 
analysis of values and perceptions that customers usually take into account when choosing to 
shop at a green facility, enabling the researcher to access directly to customers’ mindset and 
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explore the possibilities within a relatively economical resources. The research looks into the 
communication process of the development and its effectiveness in resulted knowledge of its 
targeted customers as an example of green marketing. 
 
3.2 Research method and analysis 
 
The research method needs to focus on answering the main research objectives. The empiri-
cal research was conducted by interview methodology with the main target customers of Sello 
mall. The in-depth interview was carried out during four days at Sello with 20 customers iden-
tified from the segmentation. Each interview session varied between 30 – 45 minutes, using 
the questionnaire as a guideline. Though having a face-to-face interview was preferable as it 
ensured accuracy of the information, email answers were accepted as some participants 
could not carry out the interview in the given time, they sent answers and feedbacks via 
email to the author. The first interview with Sello’s director had more questions than later 
sessions as it included the questions about the background of the mall and necessity of the 
research. This customer research can be seen as a pilot study for the chosen topic. 
 
The interview was designed to follow the structure of sub-goals, creating findings and 
knowledge for the main research objectives. Transcriptions of the interviews were then sum-
marized into key finding tables for analysis. The findings from interviewees’ answers were 
reflected in research’s objectives and questionnaire. The interview questions were structured 
according to the objectives as follows: the first three questions formed answer of general 
market understanding of Sello’s sustainability status; four following questions aimed to esti-
mate the service quality perceived by targeted customers and their opinions about the service 
environment in Sello mall; questions 7-11 explored the effects of green marketing efforts on 
customers’ behavior intentions and the last three questions asked customers to give sugges-
tions for the program as if it were realized. 
 
The research analysis process uses theoretical findings as the foundation to formulate pat-
terns and derive interviewees’ beliefs and demands. Analyzing collected data is done with an 
inductive strategy based on the development of the research progress. This strategy focuses 
on the frequency, underlying meanings of the empirical findings, not from the literature re-
view. Nevertheless, the concepts presented in the literature review will be used to analyze 
empirical findings with analytic induction (Eriksson at al. 2008, 129). 
 
The analysis progress starts with examining the sample pools, which comprises of interview-
ees representing selected target customer. The result put the case study in a specific per-
spective in which the author can evaluate the general service environment based on the most 
influential customers’ points of view. After that, the practice of green marketing is assessed 
with information provided by managers of the case mall, establishing the essential back-
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ground for retrieving data from the customers. Findings from the interviews are then present-
ed in separate headlines and individual sub-summaries. Finally, the researcher offers recom-
mendations based on the patterns from empirical data. 
 
3.3 Secondary and primary research 
 
For this qualitative research, there are two parts of information gathering: primary and sec-
ondary data. The author has obtained the rights to collect empirical data from the director of 
case mall. Besides, the short distance from author’s house to the study subject also offers 
advantages when the author conduct the researches or need to clarify certain issues. The ex-
isting practical knowledge about Sello shopping mall including its customer survey, introduc-
tory presentations for university students are used to provide secondary research data. The 
available resources equip the study with foundational data such as: customer demographics, 
the company’s values and strategic resources and so on. Primary data was collected through 
the interviews with Sello’s management board and customers. There are two types of inter-
view strategies applied for this study: semi-structured interview and open-ended interview. 
Semi-structured interviews require the researcher to build rapport with the interviewees and 
control the conversations to answer a set of objectives by routinely deciding which topics and 
interactions should be initiated. In the same category of qualitative interviewing, open-ended 
interview approach gives the interviewees a more active role. The respondent is expected to 
be keen on constructing the answers. The researcher should only prepare a few main topic as 
the guideline and give the interviewees flexibility to assemble their own opinions (Silverman 
2011, 162). 
 
Table 1-1 describes the primary and secondary researches of this study. The study was built 
on theoretical knowledge, obtained by desk study of previous researches and written re-
sources obtained from Sello management board. At first, a semi-structured interview with 
Sello mall’s director was carried out with the main purpose of forming research background. 
The information was then analyzed based on the elements for sustainable design success 
wheel, providing directions to prepare the interview questionnaire for subsequent interviews. 
An open-ended interview guideline was used to collect further information from the selected 
market segment at Sello. Participants’ identities remained undisclosed, so as to respect the 
ethical concerns in qualitative research. The secondary research provided fundamental data 
to choose the methodology and define target group for the study. In a simpler term, the pri-
mary research was designed to find the answers for issues that was not yet discovered in pre-
vious studies. 
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Table 2 Primary research and secondary research 
 
The interview questionnaire was prepared and created in correspondence with research goal. 
All the interview sessions were conducted in a way that encourages interviewees to speak 
freely about their opinions and get to the bottom of the reasons. The interviewer engaged the 
conversation in a neutral but active manner, in order to allow participants the space to talk 
and actively construct the answers (Silverman, 2011, 164). It was quite a challenge to sort out 
the right candidate among mall visitors so the author had to recruit some interviewees via 
online portal. Some interviews were therefore conducted via email exchanges. 
 
  
Information Primary Secondary 
About the facility 
Building’s sustainability attributes    
Real estate demographics    
Certifications    
Resources of the company     
Company’s values    
Competitive advantage    
About management of the green services 
Available green services on-site    
Management board’s commitment     
Knowledge management    
Education and training for sustainability    
Marketing objectives    
Awareness of green attributes    
Interest towards program    
About selected customer group 
Definition of target group    
Knowledge and previous experience about green 
marketing 
   
Preference in service environment    
The relation between customers’ behavioral inten-
tions and green marketing 
   
Customer suggestions    
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4 EMPIRICAL FINDINGS 
 
4.1 Customer interview: Sample and data selection 
 
The interview process was carried out in four days at Sello shopping mall. Initially, the study 
was designed with a sample size of eight targeted customers. However, data collected from 
these answers resulted in kinds of events that require more evidence for conclusions. The 
second phase was therefore conducted with additional twelve interviewees selected, raising 
the total sample to twenty interviewees. Combining with key findings from the first eight an-
swers and observations, the second result provides more reliable findings and support conclu-
sions of the study. This medium-sized sample pool can provide the researcher advantages of 
apprehending the targeted segment without enforcing endless data gathering (Adler & Adler 
n.d) 
Economical structure Percentage 
Adult household of several people 45 % 
Family with children of school age 25 % 
Family with children under school age 30 % 
Age 
 Between 25 and 35 years  30 % 
More than 35 years 70 % 
Occupation 
 Unemployed 10 % 
Public sector 40 % 
Private company 35 % 
Self-employed 15 % 
Location 
 Near to Sello 65 % 
Far from Sello 35 % 
Frequency to the mall 
 2-3 times per week 62,5 % 
More than 3 times per week 37,5 % 
Table 3 Sample distribution 
The sampling frame was chosen according to Sello’s customer profile. In detail, they were 
frequent visitors of Sello mall, who are women aged from 25-40 years old, usually went for 
grocery shopping and lived in Espoo city, between Keha Ring I and II (Sello customer survey 
2012). This was identified as the main customer group as 75% purchase collection at Sello 
mall are consumed by this segment. Researcher aimed to target specifically this group due to 
their power of purchase and influence on the mall’s existence and development. Due to the 
selected customers’ high frequency mall usage, they usually used the mall for both of its he-
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donic and utilitarian values. For example, one woman explained her habit of ‘‘going to Sello 
mall for groceries and coffee on weekdays, children playground and restaurant services on 
weekends’’ (customer interview, 2015). Therefore, it was impractical to divide the sample 
pool into shopper and non-shopper groups as they used the mall for both purposes. 
 
Figure 7 Sello targeted customer profile (Sello presentation, 2015) 
 
Locations of sample pools were in coherence with data presented in Sello presentation about 
target customer profile, with 13 interviewees constituting 65% of sample are living within 5 
kilometers from the mall, the rest were from Espoo but their living distances were more than 
that. The specifications of targeted customers formed the basic group of the study, so that 
the research can be performed in a reasonable time schedule and be presented clearly. 
 
4.2 Commitment of Sello management board with green marketing 
 
The first objective was to assess current management marketing practices and service envi-
ronment. Data collection from secondary resources and Sello management board was carried 
out to lay the foundation for the customer interviews. This section presents key findings from 
the interview with Sello’s director and email exchanges with the maintenance managers. 
Questions were designed to review five critical areas of a sustainable development according 
to the Sustainable Design Success Wheel by Yudelson (2008). 
 
Since opening of the mall in 2005, it took Sello another three years to complete the urban 
complex with a hotel and entertainment center. The application of advanced technology in 
the mall (such as Siemens’ Building Automation System) is considered successful due to its 
contribution to energy performance of the mall. Awarded as the Best European Service pro-
ject in 2010, Siemens system at Sello mall was known to reduce an approximate amount of 
27% of electricity and 15% of thermal energy compared to prior operating costs before the 
renovation (Siemens Press Release 2011). Sello’s current Director has worked at the mall 
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since the beginning of the project, which essentially becomes an advantage for the facility to 
have a person who defined the sustainability focus since the first days and followed through 
its operation. All services in Sello are outsourced, they are maintained and operated by con-
tractors. Main duties by Sello’s maintenance manager are quality control of paid services and 
inspection of property conditions (email exchange 2015). The outsourcing model does not only 
result in considerable savings in energy consumptions, but also increase comfort for the mall 
visitors through better indoor air quality. The existing green operation at Sello mall has been 
successfully accomplished in phases, allowing the management board to reinforce the focus in 
sustainability into the existing procedures in steps.  
 
Nevertheless, cost efficiency is not the only consideration taken into account by Sello’s man-
agement board, being ecological is an equally important factor in decision-making process as 
confirmed by Sello’s managers during interview and email exchanges. Commitment to social 
responsibilities by the top management plays a crucial role in the mall’s direction. Etera Mu-
tual Pension Insurance Company, one in three owners of Sello mall, is a member of Green 
Building Council Finland that aims to promote sustainability in building construction and op-
eration. Etera’s head office in Helsinki has been recognized as a Green Office by World Wild-
life Fund (Etera Oy main website, n.d). Having a leadership focus on sustainability, being en-
vironmental-friendly has become one of selection criteria for contractor tendering at the mall 
(Kankaaranta interview 01 October 2015). The emphasis on environment makes Sello one of 
pioneer malls in Finland to create its own network of contractors with the same vision.  
 
About internal communication, Sello has an intranet system for communication between the 
management and building occupants, i.e tenants. The intranet is used to post general an-
nouncements, guidelines to do things in the mall, such as waste recycling and a section where 
tenants can check their monthly electricity usage. Besides cost control function, this section 
is particularly important in making tenants be aware of their own consumptions as it can pro-
vide a comparison chart between months. The maintenance manager also can check if there 
is excessive usage from the building tenants and act accordingly. By having a common channel 
to facilitate internal communications, Sello mall has managed to provide general information 
about its sustainable development but forgotten to demonstrate real benefits of those green 
features in the mall. On the other hand, due to a small team structure, communication be-
tween Sello’s management employees is done via emails and team meetings. As face-to-face 
meetings are found to be sufficiently effective, there is not a need for additional materials 
within the team (Kankaaranta interview 01 October 2015). This finding is in coherence with 
previous studies about marketing of green development in Finland that personnel of different 
functions seem to work separately due to lack of a consistent guideline about building-
specific green marketing (Eerikainen et al. 2013, 242). 
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Nevertheless, education and training about green commitment of Sello mall has been done 
with professionalism and achieved good results. Every year, two workshops or conference for 
all tenants and employees are organized to provide trainings about sustainability. These ses-
sions focus on environmental values of the facility, and teaching tenants how to save energy 
and sort out garbage for recycle. Some tenants achieved excellent outcomes in reducing elec-
tricity usage, or learned to pay attention to waste handlings after the trainings (email ex-
change 2015). In addition, during second phase of the research, interviews with people who 
had worked at Sello revealed positive impressions about the workshops and events. “Green 
building is a popular topic at the annual celebration among employees and it revokes our in-
tentions to stay sustainable together with Sello” (customer interview, 2015). Having an organ-
izational budget for training can improve customer service levels in the mall as building occu-
pants are in frequent interaction with Sello’s customers, training them about sustainable de-
velopment of the mall would make them excellent green marketing representatives at Sello. 
 
Last but not least, knowledge management refers to the process used by Sello mall to store 
the know-hows and handle flow of sustainability-related information. Currently, there is not 
an in-charge personnel to document or disseminate such knowledge across Sello mall. The 
tasks are either assumed by Director or Marketing Manager, making their roles pivotal in an-
swering to queries about the mall’s building infrastructure. However, property maintenance 
tasks including reconstruction work or structural defects are duties of Maintenance Manager, 
making a possible gap in knowledge management process at Sello shopping mall. This is due 
to a fact that personnel assigned to capture comprehensions related a development normally 
have a technical background to understand thoroughly the institutional learnings and create a 
consistent flow of knowledges for organizational uses (Yudelson 2008, 216).  
 
Sub-summary 1 
In conclusion, Sello management board has achieved considerable success in their operations 
due to the outsourcing model to reliable contractors and their leaders’ commitment. The 
mall’s board of owners show supports for the green movement, making sustainability a major 
business factor in shaping the mall design since the first days and in its later renovations. Ad-
hering to the green vision, the board has a good education and training program for tenants 
about sustainable practices. The strong commitment and educational priorities have helped 
Sello mall to create a network of stakeholders who share the same vision and passion in sus-
tainability. The last two elements, internal communication and knowledge management pro-
cess in Sello have room for improvements. It feels that between departments in the manage-
ment board, communication was lacking of consistency and thus diminishing the efficiency of 
the marketing actions. Having a dedicated personnel to manage the communication flow 
would certainly increase the strength of the green marketing efforts. In an ideal situation, 
Maintenance Manager should be in charge of documenting sustainability-related information 
 36 
and findings within the organization, and provide regular inputs to marketing department to 
disseminate the knowledge more effectively. 
 
4.3 General knowledge about green building status 
 
The second objective was to assess knowledge level about the promotions of sustainability at 
Sello mall. The sub-objectives were: 
• To assess selected customers’ knowledge level about green building and the sustaina-
ble development at Sello shopping mall 
• To find out which marketing channel is the most effective for green marketing at 
Sello so far 
 The first three questions in the interview guideline were gathering data to answer the sub-
objectives: 
1. Do you know that Sello is certified as “green building”? 
2. If yes, how did you hear of it? 
3. What do you understand “green building” mean?  
 
Key findings from the interviews were then grouped and recorded in the table as below: 
 
Findings Description Frequency 
Unaware of LEED status 
at Sello 
Customers have no knowledge about the sustaina-
ble status of the green building at Sello mall 
15 
Customers know about 
LEED status of Sello 
through its newsletter 
Customers have a basic understanding about Sello's 
green building status and read about its sustainable 
initiatives through the newsletter 
3 
Aware of sustainable 
features at Sello 
Customers knows that Sello have sustainable fea-
tures such as: convenient transportation, waste 
recycling, etc 
17 
 
Table 4 Key findings about customer general knowledge 
 
The result shows that a majority of interviewees (75%) did not know about Sello’s green build-
ing status and its LEED achievement. Interestingly, out of these people, 12 people mentioned 
that they were aware of other Sello’s sustainable features. It could be inferred that even 
though customers are unaware of certifications, they still appreciate the sustainable features 
of the physical building. The reason were based on customers’ contacts during their trip at 
the mall. Most frequently, customers mentioned “convenient transportation” or “waste sort-
ing” as a sustainable feature that they observed. However, these are not features of the 
physical infrastructure, but are in-place practices as a result of an urban-friendly design at 
the mall. In this case, the above finding is understood that Sello customers perceive the 
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mall’s openness through directional signage and transport information screen for commuters. 
It is important to recognize the role of the interface in customer experience management as 
visitors tend to conceive the characteristics of a physical building through their direct con-
tacts with services at the mall. People goes to Sello would have to know about its accessibil-
ity and throw garbage sometime or another, which makes the mall’s transport assistance ser-
vices and recycling bins inevitable customers interfaces. This finding suggests to turn these 
touchpoints into the embodiments of Sello’s green building status to provide a constant re-
minder for customers’ appreciation of sustainable features at the mall. The changes could be 
simple, static information boards or other forms of interactive media at identified spots. As 
shopping mall business is all about experiences, having a consistent message about sustaina-
bility throughout the facility creates a sticky memo that complements the certification. 
 
On the other hand, only five interviewees had knowledge about the green achievement of the 
mall, two out of which obtained the information since their previous work location was in 
Sello. As a result, only 15% of the sample pool was aware of the green building status through 
a newsletter which they received occasionally via email. The low percentage of customers’ 
knowledge about Sello’s sustainable development represents the deficiency of green market-
ing efforts in the mall. Nevertheless, as all three respondents procured information from the 
same source, it implies that newsletter is in fact an effective channel to raise customers’ 
awareness about the mall’s activities and achievements. Sello’s management board can make 
use of this channel for planning an actual green marketing strategy. 
 
The above analysis shows that the green marketing materials in Sello mall is underutilized and 
therefore, there is plenty of potential improvements can be made. The role of mall operators 
is to identify important service touchpoints in the facility and design service offerings that 
are suitable to customers’ needs. Despite the fact that LEED logos were printed on all mar-
keting materials, or big campaigns were held once in several years, customers would not pay 
attention if green marketing efforts are not located at the right place. Sometimes, customers 
are not even aware of what they want, so it is necessary to conduct researches to find out 
their unspoken needs. In this case, Sello visitors might not be cognizant of their eye contact 
with directional signage but they subconsciously formed their perceptions about the mall’s 
transport convenience upon it. These information can be used to create competitive ad-
vantages through service design processes. By exploring these hidden interfaces, facility man-
agers would be able to create an optimal service environment that are comprised of subtle 
cues that intuitively form customers’ perception about the sustainable development. On the 
other hand, facility managers have to consider factors to encourage purchases from custom-
ers and maximize profits for shop tenants as they are important stakeholders. Mall operators 
therefore should be mindful of their efforts in managing customer knowledge through service 
touchpoints as it might interfere with the desired service convenience. The best way is to test 
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the idea through trial and errors, the results obtained from failed attempts could be used lat-
er for further research and provide fundamental aptitude to implement new ideas next time. 
 
Sub-summary 2 
A high percentage of Sello customers were not aware about the sustainability status of the 
mall, and in consequence, did not know about its efforts and contributions in creating an ur-
ban center. In spite of facility managers’ attempts, customers would not pay attention if 
green marketing efforts are not located at the right place. For the chosen target group, recy-
cling bins, transport assistance signage and public commuters’ information screen are valua-
ble interfaces to effectively raise awareness about Sello’s green building status.  
 
Facility management is responsible for promoting green building standards as a brand in order 
to improve customers’ general knowledge about sustainability. Through interviewing and ob-
servation, the identification of service touchpoints allows facility managers to design and 
modify service offerings for target customers. Facility managers are capable of creating a 
service environment which is not only provide convenience and maximize profits for the ten-
ants but also manage its customer knowledge through multiple points. Knowledge manage-
ment efforts can be used later to leverage for the research and introduction of innovative 
services. 
  
4.4 Green marketing efforts  
 
The third objective of the research was to Evaluating the current service level in Sello mall 
through customers’ perceptions about service convenience and service-scape dimensions. The 
sub-objectives were: 
 
• To study the effects of two elements of service environment provided in Sello mall: 
service convenience and service-scape. 
• To evaluate Sello’s past attempts to promote sustainability 
The next four questions in the interview guideline were gathering data to answer the sub-
objectives: 
1. What is your opinion of layout of Sello mall and its navigation? 
2. What is your opinion of the ambience at Sello mall? 
3. What is your opinion of overall service level at Sello mall? 
4. Name any events, happenings at Sello mall that promote social responsibility 
that you know of. Do you attend any of these? 
 
 
 
 
 39 
Key findings are presented in the table below: 
Findings Description Frequency 
Customers appreciate the 
service convenience in 
Sello mall 
Customers find Sello is conveniently located and 
connected to other social services, making it a 
one-stop solution when they need to do anything 
17 
Customers find the child 
care services in Sello in-
efficient 
Interviewees who sometimes go to Sello shopping 
mall with their small children claimed to have ei-
ther no knowledge about the child care services in 
the areas, or difficulties to look for the services. 
4 
Customers perceive the 
ambience at Sello as an 
enjoyable, relaxing one 
Customers describe the service environment in 
Sello as airy, relaxed and entertaining. Events or-
ganized in the main square is considered as mean-
ingful and cater to a wide range of audience 
13 
Customers dislike the 
social service-scape at 
Sello 
Customers think Sello main square is too noisy 
sometimes, due to musical events with a selective 
group of audience.  
7 
Customers found the 
amount of offers and 
level of service at Sello 
mall satisfactory 
The interviewees are satisfied about the number 
and diversity of offerings in Sello mall and are 
happy with the overall service level. 
18 
 
Table 5 Key findings about current service level provided in Sello mall 
 
It appeared that service convenience is the strongest advantage of Sello with 85% of respond-
ents’ satisfaction about the mall’s location and its design of customer traffic throughout the 
building. Quick access to higher floor or short queue to the toilet help people to have more 
time for other activities. The integration with social and entertainment services also en-
hanced the state of comfort for customers as they could complete different tasks within one 
location. During the interview process, three interviewees who visited the shopping mall with 
their small children mentioned that they had no knowledge about Sello’s child care services; 
one interviewee knew but had difficulties in finding the location due to her limited language 
understanding of the service’s signage in Finnish. Noticeably, one self-employed lady revealed 
that she had never brought her child to Sello mall when she had a client meeting as she 
“could not find a reliable service to take care of her child, especially during weekend” (cus-
tomer interview, 2015). In fact, the mall offered families with free child care services every 
Saturday, and there are various available activities for kids at the regional library located 
next door. The finding may indicate a weak service point in Sello mall for the target group: 
the hindrance to reach child care services in the mall restricted it to gain 100% customer sat-
isfaction in service convenience dimension. The social service-scape dimension in Sello mall 
obtained lower satisfaction from the sample pool compared with service convenience aspect. 
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65% of interviewees commented that they were satisfied with the overall ambience at the 
mall, while the other 35% said that they disliked it. For the first customer group, events at 
the main square were recognized as interesting, suitable to a wide range of audience at Sello 
mall and “certainly help to amplify the enjoyable environment for every shoppers” (customer 
interview, 2015). The second group explained their dissatisfaction due to the level of noise 
and heavy visitor flows that usually jammed the main service route. In spite of the opposi-
tions in attitudes about the service environment in Sello mall, the majority of interviewees 
were satisfied with the overall service level (90%).  
 
This finding is in coherence with a previous study of the effects of service convenience and 
social service-scape dimensions in retail settings. In a past research, Ng et al. (2012) explains 
this difference based on the nature of service settings and customers’ expectations. As cus-
tomers are goal-oriented in retail settings, accomplishing the outcome is the determinant 
factor of service quality. The existence of service convenience and service-scape dimensions 
play a complementary role in creating the service environment; though service convenience 
appears to play a more dominant role in shaping customers’ perceptions about service quali-
ty. Often, the chosen target group have particular service/ product purchases in mind before 
going to the mall so the retailer’s capability to simplify customers’ processes to achieve the 
intended outcome will likely result in positive experiences. In Sello case, service convenience 
dimension is perceived as satisfactory by a majority of the sample pool so as a consequence, 
it shapes a high perceptions of service quality at the mall in spite of contradictory opinions 
about the enjoyment of the service-scape. However, the shopping mall business places a 
great emphasis on creating memorable experiences so it is important to create a service envi-
ronment that can exceed customers’ expectations. Social service-scape certainly can influ-
ence customer experiences as the improvement of retail ambience has a positive impact on 
the desired outcome and customer perceptions of service quality (Ng et al. 2012) 
 
Based on this insight, Sello’s operators should be mindful of helping customers to achieve de-
sired service outcome, while pay attention to improve the service convenience dimension 
with effects of service-scape. It is important to study how target customers define a satisfac-
tory outcome, so that mall operators can develop plans for green marketing strategies based 
on particular shopping preferences. With the chosen study group, service convenience in Sello 
mall may be reflected in the access assistance, transparent navigation and credible documen-
tation of green benefits. Besides the existing newsletter, the mall may find other method to 
publish its green achievement without interfering with customers’ convenience such as mo-
bile application’s marketing. On the other hand, Sello management board has an opportunity 
to enhance customer experiences by augmentation of the service-scape. This dimension can 
be established via interactions with the environment and activities participation. It is sug-
gested that increased physical encounters have positive impacts on customer experiential 
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values and their purchase intentions (Keng, Huang, Zheng & Hsu 2007). The next step is to 
evaluate the effects of Sello’s attempts about sustainability. The key findings are as below: 
Findings Description Frequency 
Customers are unaware 
of sustainability-
promoting events in Sello 
Customers have neither experience nor are able to 
recall about the past encounters in Sello that is 
sustainability-related 
16 
Interviewees are aware 
of past promotions in 
main square of Sello 
about sustainability 
Interviewees were able to recall at least one sus-
tainability-related act happened in Sello in the 
past 
4 
Table 6 Key findings about Sello’s past attempts to promote sustainability 
 
As mentioned earlier, very few customers were aware of Sello’s green building status even 
though the mall operators tried to convey the message via banners at the main square or 
large-scale events several times in the past. Given the fact that the chosen interview sample 
only comprised of customers with heavy usage at Sello shopping mall, a high percentage (80%) 
of interviewees who were unfamiliar with sustainability-promoting acts at Sello mall showed 
that the past attempts had not been effective and gained the desired traction. Interestingly, 
out of four people who were able to think of at least one happening that is related to promo-
tions of the mall’s sustainable development, all referred to the banners in the main square 
that displayed three contractors of Sello mall and their contributions to the maintenance of 
the facility’s indoor environment. With the unaware group, when being shown a photo cap-
tured of the banners, the interviewees explained that they were not paying attention because 
they mainly used the ground floor or did not think the banners were of something importance 
or interest (customer interviews, 2015).  
 
The observation above demonstrated that banners hung above the main square could turn 
into an important service interface to inform/ educate people about Sello’s sustainable fea-
tures and programs. In fact, the investment in this area might even bring better results than 
organizing large-scale events as only one customers were able to recall about that happening 
in 2010. Based on this identification, mall’s operators should enhance the materials displayed 
at this touchpoint so as to attract more attentions from mall visitors. By concentrating mar-
keting efforts at the right place, the mall can considerably improve the overall effects with-
out spending more money. 
 
Sub-summary 3 
The analysis shows that the outcome quality of task execution is the most important attribute 
of customer satisfaction and directly affect the value of services perceived by the study 
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group. Both service convenience and service-scape played supporting roles in shaping an en-
joyable service environment; though service convenience appeared to embody a more domi-
nant aspect to the formation of customer satisfaction compared with service-scape dimen-
sion. Saying this does not mean service-scape dimension can be neglected, mall’s operators 
can make use of it to transform service offers and exceed customers’ expectations.  
 
Sello’s past attempts in promoting sustainability had not been effective due to the high per-
centage of customers who were oblivious with the practice. However, insights from a small 
number of interviewees who remembered the occurrence shows that the banners hung above 
the main square could turn into an important service interface to inform/ educate people 
about Sello’s sustainable features and programs. Green marketing planners should be mindful 
of the effects that extra materials might impose on the overall service level in the shopping 
mall. The awareness about different elements shaping service quality in the shopping envi-
ronment and identifications of important service touchpoints can help marketers to concen-
trate theirs resources on what works and eliminate unnecessary practices.  
 
4.5 Behavioral intentions toward green marketing 
 
The fourth objective of the research was to elaborate the relations between green marketing 
and customers’ behavioral intentions. The sub-objectives of this study were: 
 
• To study customers’ general opinions about green marketing in retail property 
• To find out if there is a relation between green marketing and brand image 
• To find out if green marketing has an impact on customers’ decisions 
 
The following three questions in the interview guidelines created for this section were: 
 
1. What is your opinion about having a marketing program to promote the green 
building features and practices in Sello mall? How will you support/ oppose it? 
2. What do you think about Sello as a business entity? What are they trying to 
achieve? 
3. Given the same distance from your house to two malls, one of which is a green 
building like Sello and the other one is not, which one will you choose? Why? 
 
Key findings are presented as below: 
Findings Description Frequency 
As a business entity, 
Sello image is improved 
dependent on its green 
efforts  
Once customers acknowledge the mall's efforts in 
operating sustainably, they think of Sello as a re-
sponsible organization and mentioned their appre-
ciation for the mall 
15 
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Table 7 Key findings about relations between customers’ behaviors and green marketing 
 
As a business entity, Sello image was significantly improved based on its efforts in fostering 
public knowledge about sustainability. A majority of interviewees (75%) increased their fond-
ness in shopping at Sello after their acknowledgement about its green building status. Not 
only did the sustainability-focused promotions help to build up customers’ appreciation for 
the mall, but it also made Sello become more trustworthy to visitors. Explained for this con-
version, two ladies agreed that they felt the mall “become a safer place as somebody is mak-
ing an effort to educate people and improve the surrounding environment” (customer inter-
view, 2015). Factually, green marketing does not have a direct connection to safety planning 
at the shopping mall. Interviewees’ apprehensions in an increased level of safety, neverthe-
less, shows that green marketing practices have positive effects on general perceptions about 
the mall. Being environmental-friendly is equivalent to eliminations of harmful, dangerous 
factors and optimizing conditions for wholesome livings, of which will create an image of a 
responsible, caring organization. It therefore can be understood that customers increased 
their likings for the mall as their chosen shopping destination due to Sello's vision in providing 
an enjoyable, optimal service environment. Overall, the practice of promoting green building 
features and educating people about a sustainable lifestyle had good effects on customers’ 
impressions. 
 
However, having positive influences does not mean green marketing is able to alter visitors’ 
decisions of how and when they would come to Sello for shopping or entertainment. More 
than half of the sample pool answered that distance was still the most important factor when 
they considered to go to a shopping mall. Normally, customers chose the closest mall for their 
convenience. On the other hand, 17 interviewees representing 85% of the sample pool sup-
ported the idea that given the same distance, they would choose to shop at a green mall over 
a normal mall because they wanted to encourage a sustainable lifestyle. This implies that 
green marketing practices have a supporting role in customers’ decision journeys besides lo-
cation being the determinant factor. The effects of this role can be studied more clearly 
through the subsequent findings shown in the table below: 
Sustainability features 
form the competitive 
advantage for the retail 
environment 
A few interviewers mentioned that given the same 
distance from their house to two different shop-
ping mall, they would choose to shop at the mall 
with green building status so as to show support 
for the sustainable living style 
17 
Green marketing does 
not directly influence 
purchase intentions of 
Sello's customers 
Interviewees mentioned that location is the most 
crucial factor when they chose a shopping destina-
tion.  
13 
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Findings Description Frequency 
Green marketing im-
proves word-of-mouth 
marketing at Sello 
Interviewees who knows about the LEED status of 
Sello has told other people about its sustainable 
features of the mall, while people who was ex-
plained of the term during the interview said they 
will tell other people about it 
14 
Customers are willing to 
participate in sustainabil-
ity-related activities  
Interviewers mentioned that they would like to 
take part in maintaining sustainable practices at 
Sello such as waste recycling, saving energy and so 
on. 
17 
Green marketing is un-
necessary because cus-
tomers fear that it would 
drive the costs up and 
they end up have to pay 
more 
Some people answered that in the event green 
marketing become very expensive to the firms who 
are working in Sello, they would not support it 
because they would have to pay for the increased 
costs eventually. 
8 
 
Table 8 Key findings about relations between customers’ behaviors and green marketing 
(cont) 
 
In studying the influences that green marketing might have on customers’ behaviors, inter-
viewees were asked about how they would want to show support for the program. Fortunate-
ly, the majority of interviewees said that they were willing to participate in the maintenance 
of sustainable practices and promote for such acts at Sello mall. The enthusiasm of the inter-
viewees manifested through their positive attitude during the interview with active answers 
and postures. Some people referred to this as “the importance of educating the public so that 
they will not take for granted what they are enjoying” (customer interview, 2015). Among 
85% of interviewees who supported the campaign, 14 people voluntarily mentioned that they 
would spread the words about Sello’s green initiatives to get more people involved in the 
movement. This is a concrete proof that green marketing can enhance the brand through im-
provements in word-of-mouth marketing. The method can bring effective outcomes as word-
of-mouth is known to have a direct relation with the purchase intentions of green products 
(Morel et al. 2012). People can easily forget advertisements of eco-friendly services, but di-
rect recommendations from family and friends concerning sustainable development have 
great influences on one’s attitude and subsequently, his decision in choosing a shopping des-
tination.  
 
On the other hand, there was a considerable concern about the cost of green marketing pro-
gram that might impose on final services offered in Sello shopping mall. 40% of the sample 
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pool said that they would not want to support the program in the event it resulted in higher 
product price. This group of customers feared that by having additional marketing materials 
for the promotion of the green initiatives, it would drive up the costs for tenants in Sello mall 
and they had to pay the price as the consequence. This is a pervasive belief because it is not 
always true that green marketing would be expensive. Nevertheless, another perspective can 
be drawn from this figure: more than half of the sample pool would otherwise agree to spend 
an additional amount of money to the development of green marketing program. Price is 
normally perceived by customers as an endorsement of value and quality (Kotler and Keller, 
2009, p. 421) hence this can be understood that there are people who attribute the marketing 
of green building features as a program to raise standard of the shopping mall. The finding 
suggests that advertisements in green marketing should highlight the impacts of sustainable 
development on the community to influence customers’ attitudes and behavioral intentions.  
Sub-summary 4  
The practice of green marketing seems to have indirect influences on customers’ behavioral 
decisions. Customers showed more interest in Sello when they knew about its green building 
status. As a business entity, Sello brand name was enhanced with an image of responsibility, 
safety and trustworthiness when interviewees acknowledged about its sustainable develop-
ment. Even though distance was the most crucial factor when it came to choosing a shopping 
destination, the representation of a sustainable lifestyle played a supporting role in custom-
er’s decision journey. The results showed that customers would choose to support green 
building if distance is not a matter. 
 
Finance is still the biggest concern when considering a green marketing program, not only 
from the service provider, but also from the customers. However, it was believed that green 
marketing programs attribute to an excellent feature to raise standard of a shopping mall by 
enhancing the service environment. Mall operators should emphasize on the great impacts 
that green building contribute to the community in order to enhance word-of-mouth market-
ing and change customers’ attitudes and behavioral intentions.  
 
4.6 Customer suggestions 
 
The last objective was to develop proposals to improve communications about sustainability 
in retail facility with intakes from customers’ suggestions. Visitors at the shopping mall is one 
of the most important stakeholders in the retail business therefore collecting their ideas 
about green marketing can provide critical insights for starting an actual program. For that 
reason, it is necessary to test the proposal with customers and ask for suggestions as it pro-
vides reliable information to evaluate their likings and see if it is possible to actualize the 
idea. The last two questions in the questionnaire was created to supplement the answers for 
this objective. 
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1. What do you think the Management Board can do more to promote the green 
features here in Sello? 
2. What will make you prefer to go to a green shopping mall compared with a 
normal one? 
 
Key findings are presented as below: 
 
Findings Description Frequency 
Innovative services help 
to enhance customer loy-
alty 
Customers commented that having high technology 
installed increases their trust for the mall. The 
reason is advanced technology provides security 
and integrity during the operation, customers 
would have to worry less about its dysfunctions. 
11 
Innovative services help 
to attract new customers 
to the mall 
When asked about which factors would make them 
to prefer a green shopping mall than a normal 
one, many customers commented that they would 
like a explore a mall with services that can pro-
vide fun, entertaining experiences that unavaila-
ble in other places. 
12 
Two-way communication 
is important in building 
strategic green marketing 
program 
Interviewees gives examples of creative events, 
activities and visible feedback channel within the 
mall to encourage more people to participate in 
the green initiatives.  
5 
Doing customer 
satisfaction survey  
Some interviewees suggested that conducting sur-
veys for customers is a good way to measure the 
effectiveness of the program. The result will also 
become indicators to communicate with stake-
holders and used for the following researches.  
6 
 
Table 9 Key findings about customer suggestions 
 
As the last questions aimed to give interviewees the freedom to speak their minds, there 
were many interesting ideas collected. The answers given by selected target group fell into 
two categories: innovative services and two-way communication.  
 
Customers’ expectations in innovative services were shown through their emphasis on having 
a distinctive shopping experience. Three interviewees related to the entertainment services 
offered in another shopping malls in and outside of Finland. When being asked to explain why 
they would like to have such services in a shopping mall, interviewees told stories about their 
usage of such services and how those encounters become a part of their memories of a par-
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ticular shopping trip. A woman in her 30s recalled her visit to Bikini – the first concept shop-
ping mall in the heart of Berlin, where she and her family spent two hours in a virtual reality 
photo exhibition that displayed works by young German artists. The interviewee credited it to 
be “one of the most impressive shopping mall because of its modern design and available ser-
vices like a focused collection throughout the mall” (customer interview, 2015). This can be 
understood that shoppers favored innovative services because they would like to have a 
unique experience combined in their shopping trip. Another reason given by interviewees who 
suggested to have creative services in the shopping mall was having new, advanced technolo-
gies projected a modern mall with a high level of security. This comment complemented with 
a finding from the previous section that customers increased their trust with mall operators 
for having implemented green marketing program. Similarly, customers might confer integrity 
in mall operations based on the introduction of new technologies. Integrating innovative ser-
vices for green initiatives in shopping malls did not only help customers to magnify their ex-
periences through peculiar encounters, but also enhanced customer loyalty by giving them 
peace of mind with the application of trustworthy technologies. 
 
Another suggestion was to enable two-way communication between customers and mall oper-
ators to improve the green marketing movement in Sello mall. Compared with ideas about 
having innovative services, there were fewer people (around 25%) who thought of this pro-
posal as a way to facilitate a green marketing program. Interviewees gave examples of having 
creative events, activities and visible feedback channel within the mall to encourage more 
people to participate in the green initiatives. Doing customer satisfaction survey to measure 
the effectiveness of the program was also recommended to collect mass opinions and the re-
sult would also become indicators to communicate with stakeholders and used for the follow-
ing researches. Compared with the current communication practices in the mall, the sugges-
tions required more interaction efforts from the mall operators. Customers who cared about 
sustainable development in general would want to play their parts by contributing their ideas 
and give feedbacks based on their observations. If this proposal is implemented successfully, 
the result will be an assembly of active shoppers who act as quality surveyors around the 
mall. In that case, mall operators would have to be more pro-active in their maintenance so 
as to reduce the number of possible feedbacks from loyal customers. This might result in a 
higher level of service maintenance in shopping mall. 
 
As retail customer satisfaction is multi-dimensional, the deemed effects of green marketing 
have on customers’ behavior intentions might yield managerial implications in creating an 
optimal service environment that catering for every mall visitor. The term “stress-free” was 
mentioned with the highest frequency of 8 when interviewees were asked to describe the 
ambience in Sello mall. Considering the fact that the chosen sample group only comprised of 
frequent customers at Sello shopping mall, they used the mall for its utilitarian and hedonic 
values as demonstrated from the demographic analysis. It showed that many people went 
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shopping as a mean to escape from their busy, complex life. Combining with the above find-
ings about people’s likings for innovative services, mall operators should pay attention to in-
tegrate technologies that created relieving feelings to make customers feel more comfortable 
during their shopping trip. Inferring from the analysis of service-scape effects, Sello manage-
ment board can influence customer experiential values and their purchase intentions through 
applications of entertainment services that are related to sustainable values in the mall. A 
service environment with unique offers would create necessary differentiations to retain cus-
tomers in a highly competitive environment. 
Sub-summary 5 
The final objective of the research was to collect customers’ suggestions to actualize a green 
marketing program in Sello shopping mall. The suggestions were analyzed and divided into 
two main categories. The first idea with major support from the selected target group was to 
implement innovative, sustainable-related technologies that complemented with a relaxing, 
enjoyable ambience and provided a distinctive, unique experience for visitors at Sello mall. 
The applications of innovative services would not only help customers to magnify their expe-
riences through peculiar encounters, but also enhance customer loyalty by giving them peace 
of mind with the application of trustworthy technologies. The second idea obtained from the 
interviewees was to implement two-way communication between customers and the mall op-
erators. Survey was also recommended as a method to gather mass opinions for analysis. The 
result from enhancement of communication could bring improvement in service quality. 
 
The variety of both shoppers and non-shoppers in the sample pool demonstrates the depend-
ency of customer satisfaction and behavioral intention when it comes to choosing a shopping 
destination. Mall operators should utilize green marketing to satisfy the visitors by moderat-
ing a meaningful, unique experience in an enjoyable ambience. By consequence, these have 
long-term effects on mall’s reputation and increase loyal customer base. 
 
4.7 Recommendations 
 
The section presents some suggestions to be considered by Sello management board and mall 
operators of other green buildings to improve the communication process about its achieve-
ments in the field of sustainable development. Based on the author’s analysis and classifica-
tions of green marketing strategies by Grant (2007), the author proposes a communication 
plan focusing on sharing the responsibility and enthusiasm with customers through creating a 
social image of the retail facility. Service design is also recommended to develop new ser-
vices with the application of experience design concept. 
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4.7.1 Sharing enthusiasm  
 
Traditionally, business’ common practices is to sell a product or an idea to a customers. Sello 
mall was not an exception, they tried to promote the facility’s green features and practices 
by including logos on marketing materials. With this approach, mall operators might risk the 
facility’s brand image by claiming the green principles to customers without concrete actions 
to demonstrate it. In his book, Grant (2007) takes Apple Inc and Google as two examples of 
green marketing without integrity in the past. Similarly, sustainable development might bear 
a probability to be labelled as “green washing”, which cost Apple Inc and Google a significant 
sum to resolve, if they do not think and act analytically beyond the surface appearances. 
 
Figure 8 The transition from selling to sharing communication model (Grant 2007) 
 
As a consequence, more and more brands are now more cautious with their approaches to 
include Corporate Social Responsibility in the marketing plan. Green marketing strategy im-
plemented, however, should satisfy the different target markets and resonated with their 
demands. According to the above findings and analysis, selected interviewees had demon-
strated interest in gaining more experience and knowledge about sustainable development, 
therefore the author found it necessary for mall operators to elevate their current marketing 
plan. The current strategy could be reinforced by sharing the enthusiasm about sustainable 
development with the case mall’s customers. It can be achieved by three essential features: 
 
• Showing more eagerness about sustainability, instead of pushing the message and ex-
pect people to act 
• Creating communication channels for the audience to participate and play their part 
• Anticipating bigger accomplishments besides monetary return. 
 
There are many ways for brands to share enthusiasm with the public. With the development 
of social networks, the hierarchies in communication had been replaced with widespread ex-
citement from a group of people having a specific interest. The impediments between cus-
tomers and companies are greatly reduced due to internet, making traditional marketing ap-
proaches look too fictitious compared with viral videos posted on Vice, Facebook. Retail facil-
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ities like Sello mall should work together with its customers to show more support for the 
green movement.  
 
4.7.2 Building a tribal brand  
 
Creating a tribal brand is a method could be used by mall operators to increase customer in-
teraction and build a dedicated community of loyal customers. Most sustainable development 
in Finland has distinctive features but failed to build an image that dignify itself from other 
facilities, not to mention building an enthusiast club (Eerikainen et al. 2013). The suggested 
method is about cooperation with customers based on human’s inclination to belong to a 
tribe. A tribal brand consists of an iconic image and a group of followers. Building an identity 
is essential for green brands to educate and integrate the movement into daily life. It has 
been a trite to categorize advocates for sustainability into niche divisions such as: vegan, ac-
tivist or hippy. In order to eliminate the stereotypes, there are two solutions: normalize the 
image of the tribe, or make it seductive to join in the green lifestyle.  
 
Normalizing the image of the tribe is an inclusive approach. The solution calls for social cohe-
sion by creating a simple, friendly image of those who were once classified different from the 
norm. This is considered a soft approach to gather empathy from people and slowly invite 
them to join in the movement. Brands can use universal pleasing elements such as fun, relax-
ing, etc for encouragement. The marketing activities should be designed to bring out the sus-
tainable values without placing too much emphasis on technical aspects. For Sello mall opera-
tors, they can start to build their base of loyal customers by creating a medium in which mall 
supporters can voice out their thinking and connect to like-minded people. The easiest way to 
do this is through virtual media, so as to minimize disruptions to service convenience at the 
mall. For example, an online magazine that publishes tips to simplify daily life using green 
products obtained from the case mall. Such genuine acts are necessary to stimulate the social 
conscience and participation in the green movement. 
 
Another approach to create a tribal brand is to make it look fancy to join in the tribe. The 
idea is to persuade general public that being green is attractive. Associated with this is to 
make sustainable features of the green mall appealing and superior in design terms without 
compromising their reliability. Its implication is whoever go to Sello mall should be proud to 
do that. The rationale of this exclusive formulation is based on how luxury labels are market-
ed: their brand names bring aspiration and desire. People adopt branded items also buy the 
values that the piece is associated with. One successful green item is the Anya Hindmarch 
‘I’m not a plastic bag’. Printed on neither organic nor Fairtrade material with a typography- 
only design, the merchandise received huge popularity and attention for its simple yet effec-
tive message. The secret of this success lied in purposeful restricted release process. Ms. 
Hindmarch initially only gave the bags to celebrities and a limited number to an e-commerce. 
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The scarcity in supply and conditional impact from superstars made Hindmarch’s bags become 
a must-have item in 2007 and a fashion statement for ethical intent (Winterman 2007). This is 
an excellent non-profit campaign to spread the awareness about saving environment with a 
call-to-action that was simple, catchy while still capable of retaining its original value. 
 
The above solutions might oppose each other at some points, but it is possible to incorporate 
them within one marketing strategy. Green marketers should make the service offers glamor-
ous, fascinating through advertising, but keep an inclusive channel and simple call-to-action 
to allow everybody to show their support easily. For retail facilities, this is a viable option as 
it does not single out consumerism, which means the marketing strategy can be profitable 
while achieving its objectives in promoting sustainability. With the focus on sharing enthusi-
asm with customers, the application of green marketing would bring vast potential for mall 
operators to achieve total quality facility management.  
 
4.7.3 Applying service design to create new customer experiences  
 
Mall operators can make use of SD methodologies to develop new service offers that can ful-
fill demands of customers nowadays. Designing new customer experiences requires delivering 
optimal values for clients through a systematic approach. Experience design is not about ade-
quacy and satisfaction, it is about exceeding expectations. The practice automatically as-
sumes an adequate level of customer satisfaction about the service, then efficiently improve 
the quality by unlocking options and potentials of the offerings. The final goal is to improve 
customer engagement with the business by making them to acknowledge the values that a 
service can bring.  
 
Four stages of information gathering to facilitate the design-centric approach to service de-
velopment are adapted from experience design concept by Newbery & Farnham (2013) as ta-
ble below. The first stage facilitates the collection of information in various context settings. 
Initial context settings focus on asking the right questions and collect the right information 
set. After analyzing the facts, findings are then evaluated and validated through early tests 
with a sample of customers and partners in the second stage. Pre-release stage identifies the 
obvious errors through a range of testing methods and eliminates them to prepare for the fi-
nal section of the process. “How did we do?” stage assesses the effectiveness of the proposed 
solutions to the initial problem, it also ensures there is not a gap between intent and the sit-
uation in reality. The table below presents a general schematic for the kinds of information 
gathering that help to provide an experience design-centric approach to service development: 
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Table 10 Experience design approach (Newbery et al. 2013, 110) 
 
All stages in the process are equally important to produce a sensible service offer. Mall opera-
tors can apply this SD approach step-by-step to improve the service environment in retail fa-
cilities. The method requires a service designer and active customers to join in the participa-
tory design and later phases when a concept needs to be tested for feedbacks. Application of 
SD method complements with the findings is consistent with customers’ suggestive solutions 
to improve the marketing of green facility services. 
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5 CONCLUSIONS 
  
In summary, the research achieved its target in exploring applicable opportunities of green 
marketing in the service environment of retail facilities by studying customers’ interests to-
wards communication efforts about sustainability in the case mall. At first, the current man-
agement marketing practices were evaluated. According to the analysis, there is a gap in the 
marketing for green retail facilities in Finland, which makes it a potential market in the near 
future. A strategic green marketing plan would be able to provide direction and assistance 
when mall operators need to make a decision that can affect the level of perceived quality in 
retail facilities. The role of facility management in green marketing was also discussed. With 
the development of e-commerce, it is likely that mall operators will have to implement 
measures to improve customer satisfaction and loyal customer base. Mall operators therefore 
should investigate their customers more closely to engage the coming demand and prepare to 
make changes. To adapt to a fast-paced, dynamic environment, employees in the manage-
ment board have to take on new roles to meet the growth in job scope. Take the implemen-
tation of green marketing as an example, promoting innovative services requires fundamental 
knowledge about technology and ability to produce attractive materials for raising awareness. 
Facility managers therefore should be mindful of elements forming the service environment 
when introducing new service offers. 
 
The second objective was to assess knowledge level about the promotions of sustainability at 
Sello mall. The result showed that the customers were not well-informed about the green 
achievements despite the fact that they were aware of some features constituting the status. 
Service design studies should be applied to identify important service touchpoints, enhancing 
the promotions of green building features without damaging the service environment. This is 
crucial if mall operators want to implement green marketing plan and improve customer ser-
vice level at the same time.  
 
The third objective was to evaluate the current service level in Sello mall through customers’ 
perceptions about service convenience and service-scape. As stated in the key finding, inter-
viewees still perceived satisfaction in service convenience dimension despite minor weakness 
in service points discovered from time to time. Certain dissatisfaction was pointed out in ser-
vice-scape dimension, though it did not affect much on the overall customers’ perceptions 
about service level offered in Sello mall. This shows a gap for necessary service improvements 
to augment the overall ambience in retail facility. The discovery of the area above the main 
square as a potential service interface emerged a new development opportunity for retail 
service environment. It also proved that the identification of service touchpoints is not as im-
portant as how planners capitalize on it.  
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The fourth objective of the research was to elaborate the relations between green marketing 
and customers’ behavioral intentions. It was assumed that green marketing had indirect influ-
ences on how customers’ decisions in choosing shopping destinations. The application of a 
green marketing practices represented responsibility, safety and trustworthiness. It was also 
believed that having a green marketing program raised the standard of a retail facility and 
therefore, it accomplished better customer satisfaction through increase in word-of-mouth 
marketing.  
 
The final objective was to develop proposals to improve communications about sustainability 
in retail facility with intakes from customers’ suggestions. Mall operators can take advantage 
of the loyal customer base to boost the current service quality through the additions of more 
feedback channels and innovative services illustrating the values of a sustainable develop-
ment. Using service design, green marketing can facilitate a meaningful, unique experience in 
an enjoyable ambience. In return, the new practices would have long-term effects on mall’s 
reputation and increase loyal customer base. However, it is important to note that in order to 
attract new customers through innovative services, it requires a considerable investment in 
infrastructure. Unless the management board is considering to take the leading status for the 
mall, it is advisable to focus instead on building a tribal brand to share the enthusiasm about 
sustainability and build customer loyalty. The research proposed an integration of inclusive 
and exclusive approach for the implementation of green marketing strategy.  
 
To summarize the conclusions, Sello mall had a retroactive green marketing strategy with lim-
ited customer interactions. With a traditional marketing approach, the mall’s main aim was 
to generate awareness by telling people about their green initiatives and expect people to 
support the brand. Sello management board got its act together as a shopping mall fulfilled 
the sustainable standard rather than measured against any independent ideal. Based on the 
Green Marketing Grid (Grant 2007), this is an obsolete, dangerous method due to the fact 
that the mall tries to push the message across without having a specific goal with defined tar-
get market and indicators. As a consequence, not many people in the selected target group 
were informed about the mall’s sustainable achievements. However, analysis showed that 
there is relation between green marketing and satisfaction perceived by mall visitors. This 
yields a potential field to be explored by facility managers to improve the general service 
environment. The singe-case study assumed a similar situation for other green retail facilities 
and proposed to implement a strategic green marketing plan by building a tribal brand, or 
introducing innovations in service environment as suggested by the interviewees. The findings 
from selected customers’ interviews correspond well with the theoretical backgrounds and 
form an essential part to conduct further studies about marketing green facility services in 
the future. 
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 Appendix 
Appendix 1 Interview with director of Sello mall 
The purpose of this research is to assess the possibility to implement green marketing to 
Sello’s marketing plan and develop a strategy for it. The results of this study will be included 
in the author’s bachelor thesis. This interview will be recorded for reference purposes. I will 
not record this interview without your permission.  If you do grant permission for this conver-
sation to be recorded, you have the right to revoke recording permission and/or end the in-
terview at any time.  
About marketing plan 
1. What are the customer segments of the real estate? How do you prioritize them? 
2. How does your plan target the specified target groups? 
3. What is the positioning/ communication strategy of the facility services? 
4. How do you differentiate the sustainable attributes of the real estate? 
5. How often to you refer to your marketing plan? 
About internal communications 
6. What seems to be the most effective way to communicate with building occupants/ 
colleagues?  
7. How often do you include information about green features of the building in the 
communication materials? 
8. Does the building have a Corporate Social Responsibility team? If yes, please tell me 
briefly about the team’s activities 
About leadership 
9. What is the management board’s commitment to the sustainability focus? 
10. What are the supports from management board to the Facility Management depart-
ment in terms of keeping sustainability focus? 
Knowledge management 
11. Does the firm have a personnel hired to maintain all the information flow about green 
services, green specifications, etc? 
Education and training 
12. Does the firm have budget for sustainability training? If yes, can you describe one or 
two conferences or workshop as examples? 
Operations  
13. What are green services available on-site? Are these operations applied throughout 
the facilities? 
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Appendix 2 Customer interview questionnaire 
About genenral knowledge 
 
1. Do you know that Sello is certified as “green building”? 
2. If yes, how did you hear of it? 
3. What do you understand “green building” mean?  
About green marketing efforts 
 
4. What is your opinion of layout of Sello mall and its navigation? 
5. What is your opinion of the ambience at Sello mall? 
6. What is your opinion of overall service level at Sello mall? 
7. Name any events, happenings at Sello mall that promote social responsibility that you 
know of. Do you attend any of these? 
About behavior relations 
 
8. What is your opinion about having a marketing program to promote the green building 
features and practices in Sello mall? How will you support/ oppose it? 
9. What do you think about Sello as a business entity? What are they trying to achieve? 
10. Given the same distance from your house to two malls, one of which is a green build-
ing like Sello and the other one is not, which one will you choose? Why? 
About customer suggestions 
 
11. What do you think the Management Board can do more to promote the green features 
here in Sello? 
12. What will make you prefer to go to a green shopping mall compared with a normal 
one? 
